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Abstract 
Marketing communication has become more important than ever before because of the building strong relationships with 
customers. Relationship marketing should be basis for SMEs be able to be competitive and successful. The paper provides an 
overview of current trends of using guerrilla marketing communication especially in large enterprises and their influence for 
SMEs. Theoretical background from the area of guerrilla marketing communication supports this approach with data from 
primary research collected by the authors. Adequate guerrilla campaigns could create acceptable background for effective 
marketing. The objective of this research is to verify intensity dependence of guerrilla marketing in connection with gender of the 
customer and identify possible trend of guerrilla marketing campaigns in SMEs. The research was aimed at random chosen group 
of young people in the Czech Republic. The result of the research can be used for the companies that operate in the Czech or 
Central European market especially in the area of beverages, food, sport/entertainment and beauty products. 
© 2015 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of I-DAS- Institute for the Dissemination of Arts and Science. 
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1. Introduction 
Companies have to be effective in each activity what they realize, especially in marketing. Marketing activities 
have become fundamental how it is possible to success in market and create competitive advantage (Zich, Veselá, 
2013). Challenge for Czech companies has continued by increasing competitive advantages and findings own 
dominant competencies in location of their market position (Tomek, Vávrová, 2004; Kubíčková, Marková, 2011). 
According to the turbulent times, it is necessary that companies have to improve current processes to meet new 
challenges. It is caused by entering into new economic stage. This stage is created thanks to IT boom, rapid 
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development of internet and mobile phones which has brought down costs of marketing communication (Kotler, 
Caslione, 2009). Small and medium-sized companies have obtained new ways to overbid own goods and services 
with technology progress. 
2. Theoretical background 
Large-sized and small and medium-sized companies use more and more different kinds of alternative ways of 
marketing communication. Experiential marketing has become part of corporate marketing strategy especially of 
large-sized companies. Experiential marketing is defined as „a process of identifying, satisfying customer needs and 
aspirations, profitably, by engaging them through two-way communications that bring brand personalities to life and 
add value to the target audience“ (Smilansky, 2009). Next, Smilansky added that experiential marketing is an 
integrated methodology and its marketing campaign is built around one big idea involving two-way communication 
between the target audience and the brand, therefore creates its core, a live brand experience. 
Alternative types of customer experiences are mentioned in Schmitt (1999) and Alkilani, Ling, Abzakh (2013) 
researches where the authors use this approach to create a concept of strategic experiential modules. These 
experiential modules managed by the experiential marketing include: sensory experiences (sense); affective 
experiences (feel); creative cognitive experiences (think); physical experiences, behaviors and lifestyles (act) and 
social identity experiences that result from relating to a reference group or culture (relate). 
Schmitt (1999) and Smilansky (2009) add that the purpose of experiential marketing is to create holistically 
integrated experiences that possess, at the same time, sense, feel, think, act and relate qualities. Lee, Hsiao and Yang 
(2011) mention that experiential marketing can be related to the customer satisfaction. 
Customers can be influenced and attracted by aesthetics function perceived by their sense experience that helps 
companies to sell their product (Schmitt, 1999). Feel experience includes range from a little positive moods attached 
to a brand to powerful emotions (happiness, satisfaction, joy etc.). Creative involvement with costumers and 
encourages them to have in the mind a creative way how brand communicate with them through surprises, 
provocation, etc. is used by think experience. Act experience targets alternative ways of consumers’ behavior 
especially in lifestyle, social interactions etc. 
The aim of the act experience is to enrich social interaction pattern, improve physical experience and to give 
impression upon lifestyle and behavior pattern of consumers. Internships with products, social connections in using 
products and be found in “relate experience”. Campaigns in relate experience fulfil individual’s desires (Schmitt, 
1999; Alkilani, Ling, Abzakh, 2013). 
Online marketing tools enable to target all customers through cell phones, tablets, laptops and improve all online 
marketing communication on many kinds of social media websites where many campaigns can become viral 
(Jánská, 2011; Shih, 2009). 
Successful campaigns are then presented as part of non-traditional part of marketing communication online. As 
Ho, Demsey (2009) and Mráček, Mucha (2011) confirmed, expansion of the internet to various environment 
(consumer, corporate or service sector) there has supervened huge opportunity to all marketers. Moreover, through 
guerrilla marketing, viral marketing than even experiential marketing, we can measure influence of this campaigns to 
wide audience and gather personal behavioral data of the potential customers (Ferguson, 2008).  
Word of mount (WOM/e-WOM) has become part of viral marketing which is evolved as alternative technique 
with individual approaches to traditional marketing forms (Swanepoel, Lye, Rugimbana, 2009). WOM does not have 
commercial scope so it works on high credibility of message in comparison with commercial ads (Wu, Wang, 2011; 
Chan, Ngai, 2011).  
SMEs widely uses guerilla marketing because of theirs limitative amount of budget and low costs of campaigns 
that can attract of consumer’s attention (Mc Naughton, 2008; Ay, Aytekin, Nardali, 2010). 
The main goal of guerrilla campaigns is to increase customer awareness and interest about product and brand. 
Campaigns, where is implemented guerrilla marketing, illustrate interesting crispening in the communication field. 
Campaigns which are created with principles of guerrilla marketing, must be diversified between sharp practice to 
collecting information own marketing communication (Roy, Chattopadhyay, 2009; Milne, Bahl, Rohm, 2008). Basic 
principles how campaigns of guerrilla marketing work explain Baltes and Leibing (2008), e. g. implementers should 
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collect all resources, campaigns should be original, connected with product, pass preoccupation in perception, find 
synergy effects. 
3. Methodology 
The main objective of this paper is to identify impacts of the marketing communication trends on customers in 
Czech market with connection to gender. Main hypothesis is that there is dependence in perception of marketing 
campaigns in connection to gender. 
Gender differences are received as kind of social signals on base of comprehension of content. Effects of gender 
have been ignored. Nowadays, there are approaches to observe perception in social and mental fields to find out 
possible impacts on communication (Barkley, Gabriel, 2007; Pavlova, 2009). According to many researches 
(Navrátilová, Rašticová, Němeček, 2012; Costa, Terracciano, McCrae, 2001; Rahmani, Lavasani, 2012, He, Wong, 
2011) there could be founded differences between marketing perception of men and women. 
The first part of the paper presents main secondary information, which was processed by many scientific articles 
and literature. The main part of the paper introduces research data that was obtained from the primary research 
focused on current and non-traditional marketing communication on Czech customers. 
The data were processed by using the statistical program IBM SPSS Statistics 20, which was subsequently 
analyzed the dependency between the two nominal variables by means of contingency tables and Pearson’s chi-
squared test. The sample was created by 199 respondents that were chosen from university students of Brno 
University of Technology. 
Basic population was designed by the students who attended various marketing courses, provided by authors, 
during spring 2013. These courses were given to students of four faculties: (1) Faculty of Business and Management, 
(2) Faculty of Mechanical Engineering, (3) Faculty of Electrical Engineering and Communication, (4) Institute of 
Forensic Engineering. Total amount of basic population was 292 students. 
4. Results 
Results of the questionnaire survey were used basic types of descriptive statistics on the selected data set (Table 
1). Descriptive statistics of communication activities (Table 1) show that companies mainly focus on “events at the 
point of sale” (57 %) and quite strong impact by “action based on playfulness” (48 %) from point of view of 
experiential marketing communication. These tools are used especially in marketing campaigns with message 
connected with beverages, and sports and cars. 
Table 1. Basic descriptive statistics of corporate performance fields 
 Experiential marketing Marketing campaigns 
Events at the 
point of sale 
Street 
m
arketing 
V
iral 
m
arketing 
A
ctions based 
on playfulness 
Food 
B
everages 
B
eauty 
products 
Sport 
Mean ,57 ,35 ,18 ,48 ,07 ,15 ,04 ,10 
Median 1,00 ,00 ,00 ,00 ,00 ,00 ,00 ,00 
Std. Deviation ,496 ,479 ,382 ,501 ,256 ,359 ,185 ,295 
Variance ,246 ,229 ,146 ,251 ,066 ,129 ,034 ,087 
 
In that fields there is possible to predict the high effective impact on customers´ perception (according mean – 
best value should be 1,00). Due the aim of the paper, an analysis of dependency of variables was carried out only 
between genders and chosen marketing campaigns. In order to establish the dependency test, statistical testing using 
chi-square test was used. 
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The individual responses on dependency of gender and marketing campaigns are recorded in contingency table 
(see Table 2, 3). The results of the dependency test are provided in Table 4 which examines the dependency between 
gender and impact of marketing campaigns. The results of the dependency examination in individual variable 
categories are depicted in the following results of Pearson’s chi-square test. 
Table 2. Contingency table: Gender and food marketing campaigns 
 Woman Man Total 
Yes 12 2 14 
No 66 119 185 
Total 78 121 199 
Table 3. Contingency table: Gender and beauty products marketing campaigns 
 Woman Man Total 
Yes 7 0 7 
No 71 121 192 
Total 78 121 199 
 
According descriptive characteristics in Table 1 there were made Chi-square test for these marketing campaigns 
and experiential marketing tools in connection to gender of respondents. From analyses of Chi-square tests of 
dependence between gender and marketing campaigns and tools were evaluated only two – food marketing 
campaigns and beauty products marketing campaigns. The other combinations are according Chi-square test totally 
independent. 
The value 0.000 of Chi-square test is smaller than 0.01, which represents 1% error of bad decisions (99% 
confidence level). Therefore, we can assume that there is dependence between individual variables, i.e. food 
marketing campaigns are depended on the gender of customers (Table 4). 
Table 4. Pearson’s test of the relationship between gender and food marketing campaigns 
C
hi
-S
qu
ar
e 
Te
st
s 
 Value Df Asymp. Sig (2-sided) 
Pearson chi-square 13,674a 1 ,000 
Likelihood ratio 13,655 1 ,000 
Linear-by-Linear association 13,605 1 ,000 
a 0 cells (0,0 %) have expected count less than 5. The minimum expected count is 5,49. 
b Computed only for a 2x2 table. 
Sy
m
m
et
ric
 M
ea
su
re
s 
 Value Assymp. Std. Errora Approx. Tb Approx. Sig. 
Nominal by Nominal / Contingency coefficient ,254   ,000 
Interval by Interval / Pearson´s R -,262 ,061 -3,812 ,000 
Ordinal by Ordinal / Spearman Correlation -,262 ,061 -3,812 ,000 
a Not assuming the null hypothesis. 
b Using the asymptotic standard error assuming the null hypothesis. 
c Based on normal approximation. 
 
The value 0.001 of Chi-square test is smaller than 0.01, which represents 1% error of bad decisions (99% 
confidence level). Therefore, we can assume that there is dependence between individual variables, i.e. beauty 
products marketing campaigns are depend on the gender of customers (Table 5). 
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Table 5. Pearson’s test of the relationship between gender and beauty products marketing campaigns 
C
hi
-S
qu
ar
e 
Te
st
s 
Value Df Asymp. Sig (2-sided) 
Pearson chi-square 11,255a 1 ,001 
Likelihood ratio 13,511 1 ,001 
Linear-by-Linear association 11,198 1 ,001 
a 2 cells (50,0 %) have expected count less than 5. The minimum expected count is 2,74. 
b Computed only for a 2x2 table. 
Sy
m
m
et
ric
 M
ea
su
re
s 
Value Assymp. Std. Errora Approx. Tb Approx. Sig. 
Nominal by Nominal / Contingency coefficient ,231   ,001 
Interval by Interval / Pearson´s R -,238 ,045 -3,437 ,001 
Ordinal by Ordinal / Spearman Correlation -,238 ,045 -3,437 ,001 
a Not assuming the null hypothesis. 
b Using the asymptotic standard error assuming the null hypothesis. 
c Based on normal approximation. 
 
Maintaining the % reliability of the test, there was compared the established value with 0.05 which represents a 
5% reliability level. The established values are for the variable food marketing campaigns α = 0.000 and for the 
variable beauty products marketing campaigns α = 0.001 (see Table 4, Table 5). Both values are less than 0.05, 
which brings the conclusion that an alternative hypothesis applies – there are dependencies between food marketing 
campaigns and gender, and beauty products marketing campaigns and gender. 
5. Discussion 
Previous results showed that there is a relationship between influence of perception of food marketing campaigns 
and customer’s gender, and between influence of perception of beauty products marketing campaigns and 
customer’s gender. Subsequently, the degree of such dependency was examined. To that end, the intensity of 
dependency determined by means of contingency coefficient as per formula (1) was used: 
  (1) 
where 
Cp – contingency coefficient 
n – number of cases 
– Pearson´s chi-square 
 
The intensity of dependency ranges between <0;1>. That means that the higher the absolute value, the greater the 
intensity of dependency.  
For dependence of food marketing campaigns and gender is the value 0,254 which means that the intensity 
inclines to be quite low. Dependence between beauty products marketing campaigns and gender is the value 0,231 
which means that the intensity inclines to be quite low. 
Marketing campaigns which are focused on analyzed fields (food and beauty products) should be divided 
according size of the company. From point of view of beauty products there have been used particularly their testing. 
Large companies exploit stands where offer possibility to try cosmetic´s products as perfumes or make-ups. Except 
these campaigns there are usually used kinds of sport (e.g. marathon and half-marathon running) activities under 
corporate brand. These marketing campaigns supplement the rest of corporate marketing communication. Small and 
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medium companies don´t have funds to realize big marketing campaigns like large companies. Therefore, they focus 
mainly on local communication with possibility of testing final products. In field of beauty products there are quite 
similar events. Food campaigns are specific in comparison with events of large companies, because SME´s events 
are located only in one region – especially farmers´ markets. 
Table 6. Examples of the marketing campaigns according corporate size 
 Food Beauty products 
Large 
tasting chocolate products 
tasting in shopping malls 
testing make-up products 
testing cosmetic products 
Small and medium tasting in farmer market testing nature cosmetic 
 
These marketing campaigns of small and medium companies have become quite strong competitive advantage in 
local market. It depends on final product which companies put into market. Significant role of guerrilla marketing 
campaigns is given by its characteristics and requirements on financial funds which are necessary to own realization. 
6. Conclusions 
The main aim of the article is to identify impacts of the marketing communication campaigns to customers in 
connection of gender. Mentioned influences were connected with the date, obtained from primary research. This data 
were applied by statistical evaluation by Pearson chi-square. 
Marketing management activities have been accepted as key field on which company has to focus on. 
Main corporate objective is fulfilling needs of all stakeholder groups, for who are created high value products. 
That is possible through effective marketing communication campaigns which should impact customer’s decision 
making process. According the results of Pearson’s chi-square test, there are conclusions that exist dependencies 
between gender and marketing campaigns of beauty products (value 0,001), and gender and marketing campaigns of 
food (value 0,000). Intensity of these dependencies is 0,231 between gender and marketing campaigns of beauty 
products, and 0,254 between gender and marketing campaigns of food. These values mean that the intensity inclines 
to be medium rather low. 
Perception of realized marketing events by final costumers should be specific according gender, location and 
individual habits. Nevertheless, guerrilla campaigns bring big competitive advantage for each small and medium 
company. 
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